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tourism as a tourism destination in Iran. Design/methodology/approach: This
research uses a descriptive method, and the information is collected through
library studies. Up-to-date articles, authentic books, library documents, and
authentic internet sources have been used to collect information. Findings: The
findings indicate that by looking at Islamic countries, including Iran, we find that
most of these countries are in the field of ancient civilizations, and 70% of the
issues related to the history and civilization of the earth took place within the
boundaries of these countries. Iran, due to its high potential in the field of various
historical experiences, has become an attractive country in terms of tourism.
Conclusion: The results indicate that the major religious destinations of Iran,
such as Mashhad, Qom, Shiraz, and Shahre Ray, are the bases of Islamic
civilization and contain a huge part of the Islamic civilization heritage. Therefore,
the existence of many capacities of Islamic civilization, from the rich architecture
of the Islamic period to customs and religious rituals, has made it inevitable to
take basic measures to identify and take advantage of this heritage to develop
tourism in these destinations. Therefore, it is suggested to consider the role of
religious tourism in Iran's tourism destination. Originality/value: The present
study's innovation and originality are that it has paid attention to the analysis of
the role of religious tourism in Iran's tourism destination, and its results can be
useful for tourism managers, etc.
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Extended Abstract

1. Introduction

Tourism  development affects the
country's economic, cultural, and political
dimensions. The creation of employment,
the flow of economic capital, the increase
in foreign income due to the demand for
foreign travel, and the subsequent
increase in security in the country are
among the positive effects of tourism. The
foreign currency receipts from tourism
are more than oil, cars, and
communication equipment exports. Also,
tourism has played an important role in
encouraging investment in infrastructure,
generating income for the government as
well as the private sector, and creating
direct and indirect employment. The
tourism industry plays a significant role in
the economic development of different
regions and can create important cultural
and social changes in the destination.
Through income distribution, job creation,
and poverty reduction, the tourism
industry can cause social development and
progress and create public welfare and
health. This industry has significant effects
on the economy and economic issues of
cities, regions, and countries, such as
employment, human resources, per capita
income, international trade, balance of
payments, etc. Religious tourism, as one of
the important branches of tourism with all
its components and types such as shrines,
religious places, etc., due to its special
features and functions, has been able to be
placed in the text of world tourism so that
its sphere of influence has covered all over
the world. According to estimates from the
World Travel Organization, religious
tourism accounts for 26% of the total
world tourism flow. With the spread of
Islam in Iran and the spread of the Shiite
religion in the early Islamic centuries, the

cities and villages of Iran became centers
for life, and after the death of Imamzadehs,
their tombs became a place for pilgrims to
visit, which is one of the important aspects
of spending leisure time in life. At the heart
of religious tourism is the pilgrimage of
holy and religious places, which can lead
to a sense of well-being in individuals and
help improve the quality of life in various
dimensions. In today's turbulent world,
where religious and spiritual aspects are a
little less visible than in the past, this is a
turning point to pay attention to this
important aspect of life and travel. In
terms of the presence of various
monotheistic religions and the existence
of many followers and believers of these
religions, Iran has great potential for
developing pilgrimage tourism. In terms of
having attractions and pilgrimage
destinations of different religions to
attract foreign Muslim, Zoroastrian, and
Jewish pilgrims, Iran can be considered to
have an advantage in this field. The blessed
tomb identified in Iran is very important in
terms of tourism and the movement of
tourists and pilgrims. They attract many
tourists and pilgrims from different parts
of the country every year. Also, the
presence of old and ancient churches with
religious aspects in our country, like the
Qara Church in West Azarbaijan or the
Vank Church in Isfahan, can play an
important role in attracting tourists,
especially Christians and Armenians. This
is also true for other religions, such as
Judaism and Zoroastrianism. Many holy
places of Jews in Iran, such as the
Mordechai Temple in Hamedan or the
tomb of Cyrus the Great in Pasargad, Fars,
and numerous temples and fire temples in
Yazd and other parts of the country, along
with hundreds of ceremonies, are all
examples in this field. According to what
was said, this research seeks to answer the
following question: What is the role of

Jafar Bahari, Samira Mohammadi. Analysis of the Role of Religious Tourism in Tourism Destinations (Case Study:
Country of Iran)



The Journal of Tourism and Hospitality Marketing Research

religious tourism in the tourist destination
of Iran?

2. Research Methodology

The present research is descriptive and
follows library research for data
collection; so, up-to-date articles,
authentic books, library documents, and
authentic internet sources were used to
collect information.

3. Research Findings

The findings indicate that by looking at
Islamic countries, including Iran, we find
that most of these countries are in the field
of ancient civilizations, and 70% of the
issues related to the history and
civilization of the earth took place within
the boundaries of these countries. Iran,
due to its high potential in the field of
various historical experiences, has
become an attractive country in terms of
tourism.

4. Conclusion

Today, tourism is one of the most
important and effective economic issues
and one of the most important and
outstanding communication, social, and
cultural factors worldwide. In fact, the
development of economic, health,
security, and transportation
infrastructures in the 2Ist century has
made tourism an inevitable reality in
people's lives. Therefore, tourism is one of
the key industries in any society that can
attract planners' attention because it
affects many sectors of society, including
economic, cultural, and environmental
sectors. On the other hand, the large
volume of travel in recent years has made
tourism one of the largest industries in the
world, so the income from tourism, along
with the transportation of passengers,
constitutes about 17% of the world's total
exports. Due to the growing importance of
tourism in today's world and the

competitiveness of the worldwide tourism
market, tourist destinations are
increasingly competing to attract tourists.
The expansion of the tourism industry in
any part of the world requires special
conditions and facilities such as weather,
ancient monuments, natural attractions,
customs and traditions, infrastructure,
facilities, and equipment. Therefore, each
tourist destination should try to increase
its share of this industry and its income.
Currently, many advanced countries
consider tourism to be the best way to
promote culture, create international
understanding, and achieve abundant
economic income. From an economic
point of view, tourism is one of the fastest
ways to return capital and has the highest
coefficient of capital accumulation
because capital enters the country in the
form of currency. In fact, the most
important goal of the development of
domestic and foreign tourism is the
economic-social development of the
destination areas. Pilgrimage and religious
tourism, which are rooted in religious
beliefs and beliefs in the world, in their
own sense and beyond dependence on
time and leisure, are important factors in
human geography in shaping travel,
creating concentration, and creating
cultural perspective. On the other hand,
the religious tourism industry is one of the
best ways to introduce history, culture,
and religious values and promote the
peaceful coexistence of religions among
countries. In addition, religious places, in
addition to their sanctity and unique
spirituality, express people's customs,
beliefs, and thoughts. In terms of Iran's
special cultural-religious situation among
other countries, religious tourism has
room for significant cultural growth and
development in Iran in such a way that the
variety of centers, historical buildings, and
places of worship of different religions in
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different regions of the country has made
the situation of Iran unique in the whole
world. The attractions of Iran's religious
places, which show the intertwining of
religious teachings with Iranian thought,
art, and life, are still among the priorities
of foreign tourists who travel to Iran.
Therefore, the religious motivations of
foreign tourists for traveling to Iran and
the existence of more than one billion
Muslims and two hundred and fifty million
Shiites in the world remove many of the
obstacles and problems that lie in our
definitions of the tourism phenomenon
and its negative social and cultural effects,
paving the way for the development of the
religious-cultural ~ tourism  industry.
However, religious tourism in Iran, despite
the abundance of sacred religious places
(8919 places), still lacks specialized and
purposeful  organization, and  this
disorderly situation can be seen even in
important cities such as Mashhad and
Qom. This is while at least 4319 of these
religious places are among the works
registered in the national heritage list,
which have cultural-historical attractions
besides pilgrimage attractions. Iran, as the
Shiite center of the world, has a high
capability in the field of religious tourism
development. The maximum population of
Shiites and the expansion of religious and
pilgrimage places in Iran have led to the
prosperity of religious tourism. The
existence of numerous religious and
pilgrimage places and the dominance of
Islamic and Shiite cultures have provided a
suitable basis for the development of

religious tourism in Iran. So, with proper
planning and investment, Iran can become
a religious tourism destination in the
Islamic world. In addition to providing
positive aspects, economic and financial
growth in the country causes
communication with other countries and
makes interaction between nations and
cultures possible. Considering the fact
that now religious and pilgrimage tourism
is considered the most important
motivation for the people of Muslim and
Arab countries, we can seize the
opportunity with proper advertising and
interaction with Muslim countries to pave
the way for religious tourists to enter Iran.
On the other hand, by investing in the
tourism  industry and  providing
opportunities for the entry of foreign or
non-Muslim tourists, this component can
be used as a suitable opportunity to
promote the culture and religion of Shia.
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